Abstract-The process of transition to post-industrial society, characterized by extensive use of information technologies and of advanced communications technologies (ICT), is marked by the change of paradigm in all areas of activity, with economic, social and environment of great magnitude. Change of organizational and managerial paradigms involves crossing: from the "rigid hierarchy" to "flexibility"; the use of new organizational models in flexible networks, clusters, technologies, in which an important role are played by SMEs (based on high-tech), virtual companies; from the "success on a national market" to "success on a global market"; from the "long technological cycles" to "continue innovation"; from the comparative advantage to competitive advantage.
 from the "long technological cycles" to "continue innovation";  from the comparative advantage to competitive advantage.
Support of all these changes is represented by people. The success of any major changes depends on the pace to adapt and of creativity of individuals.
Emphasize of the creative side of management, increasing the participation of company staff -managers and performers to achieve agreed targets have the effect of increasing competitiveness and achieving a high level of competitive advantage.
The creative management must have a fund of knowledge (human capital) which allow to coordinate and lead all the factors of production available to the company (technical capital, human resources, financial resources), using creative management methods and techniques in order to solve the diversity of the problems it faces [2] .
Making the creative potential of the company's management involves:  designing dynamic and flexible strategies and policies;  promotion of flexible organizational structures, easily adaptable to rapid changes occurring in business;  creating a diversified and flexible information system;  extending the use of delegating method of managerial authority;  promotion within management teams of people trained, dynamic, sense of initiative and business risk capacity.
The speed of change is a critical factor in keeping up with the basis of competition in an branch of activity. Speed tends to compound the effects of every change driver, whether industry evolution or services evolution, technological discontinuities, or other causes. As the pace of change increases, so, too, must a firm's ability to react swiftly to (and even anticipate) changes in the basis of competitive advantage [3] . In many cases, the most profitable avenue is availed to firms that have the ability to lead industry (or services) change [4] . Reacting to change means detecting and responding quickly to unexpected customer demands, new government regulations or competitor's actions. Anticipating change means foreseeing the appearance of global markets, the development of new market segments, and emergence of the complementary or conflicting technologies [5] .
For example, in clothing industry, in the context of world economic crisis, managers have to face with the new concept from the market, that is fast fashion (5-6 collections per year are presented instead of two, are produced in small series and limited in order to give consumer the feeling of exclusivity, uniqueness, to satisfy his desire to break patterns of ordinary mass-market), and according to this trend the firms must have flexibility in organizing their production process (regarding supply with raw materials, technologies, design) and also remodeling of value chain [6] .
This implies an increasing involvement of retailers in upstream activities of production, such as product design, increasing the role of retailers, resulting not only in bargaining power (for transactions), but also in market power (consumer preference orientation).
II. QUALITY STRATEGY
Every manager has to ask himself questions regarding the advantages that allowed his success in the past and those that sustain his business in the present, because this way he is able to judge the advantages that will ensure his future success.
That will ensure his future success. Being considered a competitive strategy, quality strategy implies that product quality level represents an essential strategic element, and every competitive strategy is weighed against the product-market-technology triad, to which, via an entrepreneurial approach, the environmental variable is added.
Moreover, quality integrated strategies are considered, starting with the "80s, to have a central role in competitive strategies. "Total quality management" (an orientation towards exceeding customer expectations), "excellence" (quality, efficiency and time saving), "kaizen" (continuous improvement, the "umbrella" concept where the process oriented approach dominates) represent examples of such kind of quality integrated strategies. Their implementation is possible with the remark that in some cases, an organizational cultural change is required.
The so-called "quality-appeal" is constantly enhancing its importance, over the years, proving Deming right, who, in his book Out of crisis, underlines quality evolution becoming a chain reaction element, along with productivity, downsized costs and market winning.
In a world of competition and sophisticated demand, quality represents the way towards company survival. Quality can be obtained only via continuous improvement of the company"s performance and an adequate training for workers, who see quality as an innovative culture, more importantly with every worker of the company contributing to quality (fact that is enhanced in the 4Q contribution model: design quality, production quality, distribution quality and rational quality).
Thus, the entrepreneur"s vision (the change initiator), transformed into strategy terms and objectives, relies on the implementation of an innovation culture, where the innovation process becomes part of the daily routine. Focusing on innovation means change in the held portfolio [7] . Therefore, a more profound categorization may benefit more efficiently from the attention and the resources allocated in order to create an innovative culture. The final goal is to create a social system inside the company, able to maximize personnel"s abilities and creativity, orientating it towards the consumer.
Innovation has to be open via using employees" abilities and taking into consideration their interests, and also via opening partnerships with other companies.
Integrated innovation relies on product refining during all its stages: idea, prototype, development, qualification, marketing to be incorporated in the general company innovation process. This sequential practice rigorously analyzed needs active leaders and the existence of a strong innovation culture.
Furthermore, integrated innovation is based on engaging company"s employees, who work for innovation, in business, planning, budgeting etc.
In order to maintain contact with the external environment, companies have to create external development groups. The latter have the task to establish meetings with individuals, groups, research labs, collaborators, even market competitors. Anyone can suggest new technologies, prototypes or connections with the consumer base.
In addition, companies have to collect ideas from several areas. In the past century, innovation was created in the developed countries and exported to the emerging markets. When new technologies were conceived in Japan, Germany or USA, they were exported primarily in the region, beginning with more developed countries. Nowadays, over 40% of the innovation originates from outside the US. India, China, South America and even Africa have become part of the social system. This tendency compensates the silo approach. The companies" strategies have to approach openness as a value, according to the global tendency. On average, managers and young employers prove to be more open to change and innovative thinking. Moreover, company management has to encourage persons from outside getting on board, in order to stimulate creative thinking [8] .
The decision to maximally concentrate on the innovation process has a direct influence on company"s performances, in terms of turn-over, profit, market position.
In this context, the significant amplitude that the SMEs sectors have taken, starting with the eighth decade of the 20th century is justified through important advantages that these present such as:  high levels of adaptability to market demands;  realizing products and services for a differentiated demand;  great innovation capacity;  creativity climate;  a better human resource management.
III. VIRTUAL ORGANIZATIONS
One of the fastest developing practices in business throughout the world involves firms in cooperative relationships with their suppliers, distributors, and even competitors. These networks of relationships enable organizations to achieve both efficiency and flexibility to exploit advantages of the mechanistic and organic organization designs [9] .
Cooperative relationships enable the principal organization to rely upon the smaller, closer-to-the-market partner to sense impending changes in the environment and to respond at the local level, thus relieving the parent organization of that necessity.
The exact form of the virtual organization varies. Some organizations develop relationships only with key suppliers. Other organizations develop relationships with marketers and distributors. In the extreme case, the parent organization functions much like a broker and deals independently with product designers, producers, suppliers, and markets. The critical managerial and organizational decisions involve which of the functions to buy and which to produce and how to manage the relationships with their partners. Managers in these organizations have less environmental uncertainty to deal with because they have, in a sense, subcontracted that responsibility to their counterparts in the network [10] .
Virtual organizations originated in Japan where firms create alliances with other firms. These alliances take the form of cooperative agreements, consortia, and equity ownerships to establish networks of businesses. In Japan, this form of doing business is termed keiretsu and involves a very large financial institution, a very large industrial conglomerate, and smaller firms in a network of relationships that enable the large firm to produce the product and the smaller firms to supply components, do research and design, and perhaps distribute and market. The participating bank provides the financial requirements to support the network of cooperative relationships. This form of inter organizational network has enabled Japanese industry to grow without bottlenecks of supply and damaging competition from domestic firms.
The Japanese experience provides some guidelines, much is left to be learned and put into practice. These kinds of cooperative relationships represents another reaction from organization that must maintain flexibility to deal with the dynamic changes of the global economy [11] .
